to coffee" in American culture seems unremarkable but is instead culturally and historically significant, based on class, race, geography, capitalism, and colonialism. Gaudio describes the coffeehouse experience epitomized in Starbucks as targeted to a cosmopolitan, cultured middle-class clientele, especially women. Examples of Starbucks locations in expensive, majoritywhite neighborhoods provide evidence for the economic, racial, and geographic constraint of "Coffeetalk" in Gaudio's paper. Gaudio's term "Coffeetalk" refers to the cultural phenomenon of commercialized casual conversation, stating that these supposedly ordinary conversations taking place in coffee shops "are inextricably implicated in the political, economic, and cultural-ideological processes of global capitalism, as symbolized by the increasingly ubiquitous Starbucks coffee company" (Gaudio, 2003, p. 659) .
Another article by Manning (2008) , also discusses Starbucks, taking a conversational-analysis based approach. Manning argues that baristacustomer interactions at Starbucks are "imagined implicitly as being different from those at Tim Hortons or Dunkin Donuts" (p. 117). Starbucks, unlike these other examples, employs a "relatively standardized and branded lexicon," depending on the "idea that customers do not just want coffee, they want distinction" (Manning, 2008, p. 106) . This distinction manifests in the difference between using the Starbucks-specific lexicon, in correct order and with correct abbreviations, and using both the syntax and vocabulary that one might use unhesitatingly at a Tim Hortons but would be considered incorrect at Starbucks (Manning, 2008, p. 106) . Consequently, "customer class anxiety is foregrounded in a Starbucks service encounter to an extent we would never find in a Canadian Tim Hortons or its American equivalent, Dunkin Donuts" (Manning, 2008, p. 106) . In short, the unique Starbucks lexicon is inextricably linked to class and position.
Manning and Gaudio's work provides evidence for two clear phenomena: first, Starbucks provides its own distinct lexicon from Dunkin Donuts. Second, Starbucks aims to create more of an experience, rather than merely a beverage, and also intends to market to the upper and middle classes, or at least those desiring to be in those classes. How does that experience differ from that of Dunkin Donuts, and what language creates that distinct experience of Starbucks? My research seeks to answer those questions. My hypothesis argues that Starbucks and Dunkin Donuts use language differently, as Starbucks provides specific coffee-related jargon with the goal of distinguishing itself from other coffee shops, whereas Dunkin Donuts uses what one might call the "normal" language of most coffee shops and thereby avoids both the advantages and the dangers of a specialized, brand-specific lexicon.
Method

Participants
I interviewed two baristas from Starbucks and two from Dunkin Donuts, at separate Starbucks and Dunkin Donuts locations. They were recruited randomly based on which barista was at the counter when I walked in, as there were always one to three other baristas in the shop at the same time. I asked each barista that I spoke with explicitly if they would mind being interviewed, and all were very polite in agreeing. I interviewed one barista at the Dunkin Donuts on Commonwealth Avenue across from St. Ignatius Church, one at the Dunkin Donuts in Cleveland Circle next to the Reservoir T stop, one barista at the Starbucks in Newton Center, and one barista at the Starbucks in Cleveland Circle, right across the street from the Dunkin Donuts there. All locations are about a mile and a half away from campus (the Dunkin Donuts on Commonwealth Avenue is an exception and much closer), with the goal of controlling for dialectical differences as well as the differences in the racial, socio-economic, and age composition of distinct areas around Boston. In an attempt to outsmart the observer's paradox, I truthfully explained that my research was for a class, but I did not mention linguistics, instead saying vaguely that I was studying different marketing techniques in coffee shops. Although four is a small sample size, given the continuity in both employee training and the interviews themselves these four interviews provide sufficient data for this project. The consistency between baristas of the same company helps demonstrate that my results hold true throughout the company instead of merely occurring at one particular store (examples of the consistency appear in the discussion and interview records). I did not ask the baristas for demographic information or recruit on the basis of macro-level factors; although I considered attempting to analyze the demographics of clientele and employees in various shops, I decided it was more ethical to omit that information from my analysis and appendix.
Materials
For my interviews with baristas, I attempted to use the same script in each instance. However, some variability occurred due to context -for example, if I began with "excuse me" or "hi," depending on what the baristas was doing. Another instance of necessary variability occurred in that a few times a customer approached the counter and I told the barista I was interviewing that I could wait while they helped another customer. Beyond these minor variations, here is my script, in order:
1)
Excuse me, do you have a second? I have kind of a strange question -I'm working on a project about marketing in different coffee shops. Would it be okay if I ask you just a few questions?
This question merely served as context.
2)
What's your favorite drink here?
This question functioned to reassure the baristas that this would be a casual interaction as well as to solicit both coffee-related jargon and the baristas' own honest opinions of the locations in which they worked.
3) How are you taught to greet customers?
I thought this question would help inform me how much of customerbarista interactions were prescribed by the company and how much was individual choice.
4)
Are there things you are not allowed to say to customers?
Similarly, I wanted to learn more about how companies dictated the language used with customers from the upper levels of management down.
5)
If/when customers become upset with you, how are you supposed to deal with that and what are they usually upset about?
This question focused more on general attitude towards customers as opposed to specific linguistic choices. I hoped to understand how baristas were trained to approach customers overall.
6)
What's your dark roast like?
I added this last question as a further attempt to solicit coffee-related jargon after my first question failed to elicit as much detail as I would have liked. Consequently, my first interview lacked this question.
Procedure
In performing this research, I entered either a Starbucks or a Dunkin Donuts and ordered a drink, then positioned myself at a table near the register. Next, I listened to interactions between customers and baristas at both Dunkin Donuts and Starbucks and noted the first word or phrases used to initiate conversation. I attempted to use every interaction, although a few were inaudible and consequently omitted from my data. Overall, I recorded the initial words or sentences in 108 interactions. I recorded observations at midday, between the hours of 11 am and 1pm, in both locations in an attempt to control somewhat for variations in language depending on time of day; whenever I visited the stores in the evening I interviewed baristas instead because customer traffic was slow. I wrote down this data instead of recording it electronically for ethical reasons. Furthermore, I copied down the posted menus for both stores and interviewed baristas from both Starbucks and Dunkin Donuts. Other than ordering and my interview, I did not communicate with the baristas, so they almost certainly were not selfconscious in interacting with customers, as I attempted to be as unobtrusive and subtle as possible. Consequently, the customers waited in line, ordered, and waited for their drinks as they normally would, without consideration given to me. As Table 2 shows, baristas at Dunkin Donuts tended to initiate interactions with customers through a single world greeting such as "Hello" or "Hi." At Dunkin Donuts, 55% of interactions began this way whereas only 20% of interactions at Starbucks commenced with a single-word greeting. Dunkin Donuts baristas also used a single-word greeting combined with a phatic question more frequently than Starbucks, 32% of the time as opposed to 6%. Starbucks baristas, on the other hand, were much more likely to use a question such as "What can I get for you?," which occurred in 32% of Starbucks transactions and 6% of Dunkin Donuts transactions. Starbucks baristas also used greetings combined with questions regarding ordering (as opposed to phatic questions) more often than at Dunkin Donuts. Overall, Dunkin Donuts conversations generally began with regards to the customer, whereas Starbucks interactions usually focused more on the order itself. Because Dunkin Donuts and Starbucks showed such difference in focusing on greetings or questions relating to the order, I differentiated between sections three and five rather than combining them, because doing so emphasizes that Starbucks baristas were more likely to jump right into a phrase directly related to the order than greet customers first and then focus on ordering.
Results
Interviews with baristas also demonstrate a much greater range of coffeerelated jargon at Starbucks than at Dunkin Donuts. Furthermore, Starbucks baristas received much more explicit inscription on language to use with customers, such as avoiding saying the word "no" or the phrase "you're welcome," as they are supposed to say thank you instead (lines 22, 64 in Records of Barista Interviews, located in the Appendix; hereafter cited simply by line number). Dunkin Donuts, on the other hand, emphasizes general politeness but does not provide such a distinct lexicon.
Discussion
As Rose and Lily, baristas at Starbucks (names changed for privacy), pointed out, the specific lexicon of Starbucks presents the danger of customers feeling corrected (30-35). The value of this Starbucks-talk is distinction, setting Starbucks apart from other coffee shops, as Rose explains and authors like Manning corroborate (46-7; Manning, 2008 p. 107-8) . The vocabulary required at Starbucks, then, provides a feeling of being "exclusive," with the corresponding compliment to those included and the alienation of those who do not control this specific code of Starbucks-talk; Manning explains that "while successful reference is enough to get served, it is not enough to lay claim to the prestigious properties of the object one is about to consume" (Manning, 2008, p. 105) . As Lily mentioned, customers can view this lexicon as pretentious instead of desirable (30-35). On the other hand, Dunkin Donuts lacks company-specific words as well as instructions on what words are discouraged from customer-barista interactions. Starbucks baristas avoid saying "no" and "you're welcome;" Dunkin Donuts baristas appeared puzzled when I asked if there was anything they were not allowed to say to customers (22, 64, . At Starbucks, baristas are told to thank the customers, instead of accepting customer thanks. Such a difference implies that Starbucks prioritizes having its own brand-specific language whereas Dunkin Donuts does not.
Rose and Lily's comments on the assumed wealth of Starbucks customers and the pretentiousness of Starbucks as compared with Dunkin Donuts support Gaudio and Manning's arguments that Starbucks markets to those wishing for a high-brow experience that, regardless of their actual socioeconomic class, makes them feel like members of a cultured elite (140, (46) (47) (48) (49) (50) (51) (52) (53) . The baristas even stated emphatically (with obvious bias) the superiority of Starbucks coffee itself over Dunkin Donuts (46-53). Specifically, the Starbucks menu appeals to the idea of a cultured connoisseur by emphasizing the exoticism of coffee, as evidenced by sign six of the Starbucks menu in the appendix, which includes the specific names of growing countries and uses specific words and phrases usually reminiscent of high quality food and fine-dining, such as "allspice" and "balsam aroma." Quotes like "similar to wine, you can pick up on different notes as well" and "each region produces a kind of different flavor in their coffee beans" demonstrate Starbucks's desire to assert itself as superior and ideal for any real, sophisticated coffee lover 213) . When I asked baristas about their dark roast varieties, Dunkin Donuts baristas provided me with no information whereas Starbucks baristas gave long speeches explaining the different regions where their dark roasts grow and the associated characteristics (250, 258) . Notably, the Starbucks baristas were genuinely knowledgeable and could tell me details about their coffee, while Dunkin Donuts employees were universally puzzled when I asked about their dark roast. Thus, Starbucks uses coffee-related jargon to distinguish itself as exclusive and sophisticated. Manning agrees, stating, "the vocabulary field of affordable luxuries such as coffee has taken on some of the statusindexing qualities associated with the vocabulary field of pricier prestige commodities, like wine or olive oil" (Manning, 2008, p. 105) . Dunkin Donuts does not use the same breadth of coffee-related jargon, although clearly that does not indicate a lack of financial success or expansion. Instead, Dunkin Donuts appears to operate on a model of polite, unassuming simplicity, providing coffee, certainly with some variety, such as the "caramel swirl cream iced coffee" (217), but without the exotic appeals or aura of high class culture of Starbucks.
Regarding conversation initiation, the brief phatic greetings used more frequently at Dunkin Donuts and questions used at Starbucks corresponds with the evidence provided regarding training and allowed words, again implying that Starbucks deliberately uses language to entice customers through an aura of upper-class sophistication. Given an expensive, upperclass establishment compared with a more lower-class based company, one would expect the store marketing to higher socio-economic classes to use questions, expressing deference and helpfulness, more frequently than brief, informal greetings like "hi." The higher level of customer service is likely more consistent with Starbucks's target audience, then. Consequently, this data supports Gaudio and Manning's claims that Starbucks, unlike Dunkin Donuts, attempts to distinguish itself through language use, thereby appealing to customers wishing for a cultured, upper-class experience. Furthermore, as Starbucks baristas use questions about the order more often while Dunkin Donuts baristas use phatic questions more frequently, Starbucks focuses the customer's attention on the coffee itself, as well as the associated experience of ordering a complicated drink. It may seem absurd to describe Starbucks as elite, but both authors emphasize that Starbucks does not exclusively market to upper-class individuals; instead, it markets to those wishing to act like upper-class individuals. The same phenomenon occurs in the menus, with the Starbucks menu containing elaborate, multiword drink names as well as many holiday beverages. The Dunkin Donuts menu involves simpler, shorter names, fewer trademarked or distinctly Dunkin Donuts drinks, and a large variety of food options. Regarding outof-the-ordinary drinks Dunkin Donuts has a "Frozen Dunkin' Coffee" and Almond Joy or Dunaccino hot chocolate, whereas Starbucks has Frappuccinos, Refreshers, and ten or so seasonal, winter-themed concoctions like the "Chestnut Praline Chai Tea Latte." These holiday drinks use words with great sensory appeal, particularly given the repeated references to spice and the associated scents. Returning to the ideas of function versus appearance and class-based appeal in the introduction, the usefulness of food and coffee appears on display in Dunkin Donuts, whereas Starbucks highlights colorful holiday drinks and elaborate coffee beverages from an exotic locale.
Finally, even the names of the coffee shops correspond with the associations of their menus, greetings, and barista comments. Dunkin Donuts clearly uses the -in' variant in its name as opposed to -ing, generally considered the standard. Michael Huspek (1986) in Language in Society explains that for North American workers -in' is a low prestige variant (p. 149). Consequently, "Dunkin Donuts" as a name, and correspondingly as a company, prioritizes solidarity over prestige. Starbucks, on the other hand, derives its name from the character Melville's first mate, Starbuck, in Moby Dick (Allison, 2008) . The founders wanted to use a name beginning with "st" because of advice that such words are "powerful" (Allison, 2008) . Starbucks, then, chose a highbrow literary reference as well as a sense of power as opposed to choosing a covert prestige variant like Dunkin Donuts. Thus, even the names of the two coffee shops promote distinction, a wellread connotation for Starbucks and a sense of solidarity for Dunkin Donuts.
Overall, evidence from menus, barista interviews, and customer-barista interactions supports my hypothesis that Starbucks and Dunkin Donuts use language differently, with Starbucks attempting to distinguish itself through coffee-related jargon and interactions between baristas and customers, whereas Dunkin Donuts uses a more standard, even solidarity-based approach.
Conclusion
In conclusion, my research corroborates the work of Manning and Gaudio, who argue that Starbucks has its own standardized lexicon which contributes to a sense of upper-class exclusivity, a lexicon that Dunkin Donuts lacks. This study contributes to the intersection of marketing and linguistics as well as sociological analysis on why, despite a lack of overt rules, certain races, genders, and ethnicities frequent certain locations while avoiding others. In hindsight, I would have liked to control more for individual variations in barista greetings by gathering more data at a larger variety of locations across the city, but of course, given time constraints, that was not realistic. Additionally, recording these interviews as opposed to writing down their responses would have likely provided more accuracy, but it also would have increased their self-consciousness. Regardless, my barista interviews were startling similar between baristas of the same company, suggesting that my small sample size accurately sampled both companies' employees. For instance, both baristas at the two chains responded very similarly to the question about dark roasts, and both Starbucks baristas mentioned the apron model of behavior while the Dunkin Donuts baristas referenced smiling (103, 203, 221, 240 
(X) marks an interruption as barista walks away to grab something or take an order or talks to a customer.
• Interviewer: What's your favorite drink here? 6 a. Soy caramel macchiato (What does that even mean) it's a caramel macchiato but I make it 7 with soy milk because the soy milk we use here is vanilla so it makes it a little sweeter 8 
46
o. Rose: A lot of customers don't know this and I forewarn them. They think dark roast has the most caffeine but it doesn't, it has the least.
48
• 
